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1.0  CHAIRôS MESSAGE 

Welcome to the Thompson Okanagan Tourism Association (TOTA)!  You have joined an organization 

that believes in ñregional marketingò, a concept our members strongly support. 

 

We have many exciting opportunities ahead, and invite you to participate by becoming an active 

member. 

 

This membership package is designed as a reference and a tool to aid you in the next year with TOTA.  

We look forward to working with you! 

 
 

 

 

 

Glenn Mandziuk, Chair 
 

2.0  INTRODUCTION 

TOTA is a non-profit, private sector/community tourism industry association, representing over 375 

member businesses. 

 

Mission Statement 

 

ñThompson Okanagan Tourism exists to increase membersô revenue and sustainability through 

cooperative marketing, ongoing education, and government liaison to ensure                        ñ ò 

 

As a member of the TOTA, you have the opportunity to participate in many exciting cooperative 

funded programs. 

 

TOTAôs Code of Ethics 

 

As a member of TOTA, I agree to the following Code of Ethics: 

 

1. To maintain a high degree of professionalism, service, and hospitality at all times. 

2. To adhere to regulations and guidelines of co-op marketing opportunities. 

3. To provide truthful information in all marketing and sales advertising. 

4. To offer a fair exchange in foreign currency. 

2.1 Advocacy Process 

TOTAôs advocacy process ensures that the concerns of your business are supported by the strength of 

over 375 members and a strong tourism Board of Directors.  Members are urged to submit their letter 

of concern, and position on any issue they feel needs to be addressed, to the TOTA Board of Directors.  
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3.0  MEMBERSHIP  

3.1 Membership Benefits 

(Membership benefits depend on the Membership type you have chosen) 
 

¶ TOTA newsletter  

¶ receive a free 500 word description on the TOTA website: www.totabc.com  

¶ on-line image library 

¶ benefit plan 

¶ preferred merchant rate for VISA and MasterCard 

¶ attendance at networking and social functions 

¶ representation at trade show meetings with tour operators from around the world 

¶ participation in promotional activities and familiarization tours 

¶ access to visitor services 

¶ educational opportunities through member workshops 

¶ cooperative funding initiatives 

¶ election of your TOTA Board of Directors 

3.2 Membership Rates 

TOTAôs ñMembership Rates, Program, and Benefitsò flyer is enclosed with this package.  Please 

complete the form on the back and mail it with payment to the TOTA address shown below. 
 

Membership is from April 1 ï March 31.  TOTA Members are required to adhere to the Associationôs 

Code of Ethics.  Memberships are subject to Board approval. 
 

Send your membership payment to: 

THOMPSON OKANAGAN TOURISM ASSOCIATION  

2280-D Leckie Road, Kelowna BC Canada, V1X 6G6 

Telephone:  (250) 860-5999     Fax:  (250) 860-9993     E-mail:  info@totabc.com  

4.0 COOPERATIVE FUNDED PROGRAMS 

4.1 Opportunities & Guidelines 

TOTAôs role is to identify a comprehensive mix of objectives and marketing initiatives, which are 

clearly measurable.  Tourism operators in the region have actively participated in the development, 

implementation, and tracking of these activities.  Together, the industry has turned the Thompson 

Okanagan Tourism Association into one of growth.  The Thompson Okanagan will remain 

competitive, increasing both overall revenues and market share. 

 
Some of the objectives and strategies of the TOTA are: 

¶ to increase tourism revenue and overall market share in the Thompson Okanagan region 

¶ to maximize movement of tourists throughout the region and to increase shoulder season travel 

¶ to build consumer preference of the Thompson Okanagan tourism product 

¶ the TOTA Brand ñLife is good.ò image will be utilized throughout regional marketing campaigns 

¶ introduce golf product in early spring and expand ski and other winter product packages 

¶ build consumer knowledge of the variety of Outdoor and Adventure product in the region 



04/08/08 Page 3 
 

 

¶ increase awareness of festivals, events, and cultural & heritage attractions occurring in the Thompson 

Okanagan region 

¶ work closely with existing marketing consortiums (fishing, cultural, convention, ski, golf, wine), to 

develop new working partnerships, and continue to provide overall leadership in tourism marketing 

¶ promote year round wine tourism 

 

TOTA plans, executes, and administers the regional marketing plan, while Tourism British Columbia 

provides consultative services and funding on approved marketing initiatives. 

4.2 Thompson Okanagan Tourism Association 

The lead role of TOTA is to market and coordinate all regional activities involving private sector 

members and Tourism British Columbia.  To participate in cooperative marketing, businesses must be 

members in good standing with the Thompson Okanagan Tourism Association and be actively engaged 

in the tourism service industry, within the region. 

 

Businesses which are not tourism related (Real Estate Firms, Oil Companies, etc.), but who recognize 

the value of increased tourism volume, may contribute to the overall regional plan.  Direct advertising 

of such a firm is not, however, cost shareable. 

4.3 Key Questions for Funding Eligibility 

¶ Is the advertiser a member of TOTA? 

¶ Does the proposed advertising campaign complement the current TOTA marketing plan? 

¶ Does the proposal meet Tourism BCôs guidelines?   

¶ How much will the ad campaign cost, in gross dollars?  (ie: actual cost including PST and before 

GST) 

¶ How many members are involved in the campaign?  A single ad may qualify for funding if it 

represents, for example, a festival, event, or consortium.   

¶ Does the ad strongly suggest ñan overnight stayò?  Is there a call to action to book a package? 

¶ Where is the ad being distributed?  Does it target the ñnear inò markets of BC, AB, WA, and BCôs 

Interior?  In-region adverting may qualify if the ad is placed 1½ - 2 hours drive away from the actual 

event, tour, or festival. 

¶ Is the member able to pay his/her share of the cost in advance of the ad placement? 

4.4 The Marketing Plan 

The annual Marketing Plan is prepared in early Fall and includes objectives, strategies, action plans, a 

media relations plan, budgets, and more.  Prior to submission to Tourism BC in October, TOTA 

receives input from vertical marketing groups (golf, wine, skiing, etc.).  All advertising projects fall 

under the following headings: 
 

1. Touring:   Advertising includes wine and agritourism products as well as general tours.  The 

primary focus is the ñrubber tire marketsò of BC, Alberta, and Washington. 

2. Golf Marketing:   Consumer advertising targets regional, national, and Pacific Northwest golfers 

and establishes a presence in developmental markets. 

3. Ski Marketing:   Consumer advertising targets regional and national publications designed to 

increase sales of ski packages to individuals and groups. 
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4. Outdoor and Adventure:  Advertising promotes the myriad of activities easily accessed within the 

region, from gentle outdoor activities to high-end adventure.  Included, but not limited to, are: 

fishing, houseboating, rafting, guest ranch activities, and snowmobiling. 

5. Festivals and Events:  By identifying the major events, TOTA supports advertising under the 

regional creative umbrella.  All ads must suggest an overnight stay and have a call to action. 

6. Meetings & Incentive Travel:  This refers to the regionôs conference, convention, and meeting 

facilities as well as resort properties with incentive travel opportunities. 

 

Each regional advertising campaign must have a call-to-action, reader response coupon, and/or 

effective tracking that can provide return on investment (ROI) information.  Each advertisement must 

be creatively designed or coded to make it easy for advertisers to find out ñwhere business is coming 

fromò.  Advertisers may be asked to provide this confidential ROI information to TOTA. 

4.5 Marketing Programs and Advertising 

Private sector funds must be paid to TOTA in advance of the ad placement and funds are held in trust 

prior to any project proceeding.  Supplier invoices are paid once the project is complete, all guidelines 

have been met, and TOTA has been supplied with ñproof of performanceò. 
 

1. Advertising:   Advertising must represent a collaboration between a number of private sector 

members with the exception of festivals and events.  Advertising includes print, radio, TV, and 

direct mail campaigns.  Some consumer shows also qualify for funding. 

2. Trade Shows:  The Association represents members at several national and international trade 

shows.   

3. Festival and Events:  Individual promotions, the sum of which when promoted in a chronological 

sequence, constitutes a collaborative advertising campaign and qualifies for funding.  All member 

communities, through a municipality, regional district, or Chamber of Commerce (who have 

dedicated funds for advertising or promotion of a specific event or festival) are eligible. 

4. Brochures:  Private sector brochures do not qualify for funding.  For more information on how 

your business can participate in Regional brochures, please contact the TOTA office in Kelowna at 

(250) 860-5999 and ask for Carolyn Carr. 

4.6 Creative 

The creative for co-operative advertising includes the Tourism BC logo consisting of the sun, sky, 

mountains, and water combined with the Thompson Okanagan brand prominently placed within the 

body of the ad.  Also to be included is the British Columbia logo.   

 

Please contact the Marketing Department for complete creative guidelines:   

¶ Carolyn Carr, Director of Marketing, ccarr@totabc.com 

¶ Alison Steward, Marketing Manager, asteward@totabc.com  

 

The slogan Life is good. may be incorporated in an ad design or text, however, the oval TOTA 

corporate logo (below) cannot be used in ads that receive funding. 

 

 
 

 

 
TOTA Corporate Logo 

mailto:ccarr@totabc.com
mailto:asteward@totabc.com
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5.0 REGIONAL GUIDES  

5.1 Consumer 

Every two years a Wine and Cultural Guide and a Winter Guide are published.  A Regional Travel 

Guide and Regional Golf Guide are published yearly.  Other regional brochures that will be include the 

Okanagan Wine Festival Events Guides (Spring and Fall Calendars of Events). 

5.2 Trade 

We produce a Tour Planner yearly, which drives business to our enhanced travel trade website.  This 

Trade Program will introduce TOTA members to key tour and receptive operators as well as travel 

media. 

6.0 TOTAôS ROLE WITH OTHER MARKETING ORGANIZATIONS 

6.1 Wine Consortia 

(i)  Okanagan Wine Festivals 

In 1985, the Okanagan Wine Festivals Society was established under the Societies Act.  

Its goal is to develop year-round wine tourism.  From its humble beginnings, the Fall  

Okanagan Wine Festival has grown to a 10-day festival with over 110 events throughout 

the Okanagan Valley.  The Fall Okanagan Wine Festival has been ranked among the top 

100 events in North America for several consecutive years. 
 

In May 1995, the Okanagan Wine Festival Society successfully held the first annual 

Spring Wine Festival.  It was created to promote a celebration of spring in the vineyards, 

newly released wines, and to encourage travel in the spring shoulder season.  
 

The annual Icewine Festival is held at Sun Peaks Resort near Kamloops each January.   
 

The Summer Wine Festival is held at Silver Star Mountain Resort in Vernon in August. 
 

TOTA and the Okanagan Wine Festivals Society continue to work with Tourism BC on 

cooperative marketing campaigns.  The Association also aids in the distribution of 

brochures for these popular events.  The Society undertakes research to determine visitor 

profiles and the economic impact of the festival. 

(ii) Other 

The Okanagan Wine Tourism Alliance was developed to market the regionôs outstanding 

wine product and tour packages.  This consortium represents and markets airlines, tour 

companies, hotels, wineries, and the Okanagan Wine Festivals. 

6.2 Golf Consortia 

Golf Consortia continue to market the regionôs outstanding golf product.  Individual consortia 

(Okanagan Golf Alliance, Golf Kamloops, South Okanagan Golf Trail) represent golf product in 

various areas throughout our region 
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6.3 BC Ski Country 

TOTA works closely with BC Ski Country on cooperative marketing programs to promote the ski areas 

as destination resorts for winter vacationing.  BC Ski Country consists of Big White Ski Resort, Silver 

Star Mountain Resort, Apex Mountain Resort, and Sun Peaks Resort.  The main objective is to reach 

the greatest number of potential winter visitors, and make snow sports the strongest regional attractions 

from November to March. 

6.4 Other Regional Destination Marketing Organizations 

TOTA works closely with the other regional destination marketing organizations in the province.  

¶ Tourism Vancouver Island 

¶ Vancouver, Coast and Mountains 

¶ Cariboo Chilcotin Coast 

¶ Northern British Columbia 

¶ Kootenay Rockies 

 

TOTA has formed an alliance with Kootenay Rockies and Vancouver Coast & Mountains Tourism 

Associations.  Together we are working to develop new markets and increase existing markets in Asia, 

UK, and Texas. 

6.5 Tourism British Columbia  

Tourism British Columbia is recognized as a world leader in tourism marketing and development, 

responsible for promoting British Columbia as a preferred travel destination to the world.  

 

The corporation is governed by a 15-member Board with full management, financial and legal 

authority, and is funded through a percentage of the provincial hotel room tax revenue.  

 

Tourism BC's mandate is to promote development and growth in the tourism industry, to increase 

revenues and employment throughout British Columbia, and to increase the economic benefits for all 

British Columbians.  

 
Tourism BC works closely with British Columbia's tourism industry to promote and develop tourism 

throughout the province and to ensure the continued long-term growth and prosperity of BC's $9+ 

billion industry.  

 

Using the ñSuper, Natural British Columbiaò trademark, Tourism BC markets British Columbia to 

consumers, media, and the travel industry through a variety of joint marketing and promotional 

campaigns in countries around the world.  

 

 
   Tourism BC        Tourism BC  

  Floating Logo            Banner 

 




